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7he "'rican Acad~ of Children'. latertainment is a trade
a••ociation of profe••ional creative and performing talent in
children's broadca.ting, video, muaic, publishing, and live
performance. Our ..-bers have been n~inated for and have won
such pre.tigeou. awards as the O.car, the ...y, and the Ollie, and
have received acclaim for their creative work around the world.

AACE would like to add it. unique perspective to the rcc's
study of the Children's Television Act's impact on the
content and availability of children's programming.

***
Children's pr09ra.-dng would get better ratings and contain more
educational value if progra...rs would tap into an overlooked
source of cr.ative talent: the children's entertainment
professional who has already succeeded in the educational and
community marketplace.

Children's progra_ing is erroneously considered "easy" to create.
Which ..ans that a lot of the progr..-dng commissioned by the
major ..dia is produced by people with little expertise in
education or children's entertainment. (Iecause someone h.s
written for an adult sitcom doe. not make him qualified to write
for children.)

Profe.sional writers for children know how to end a dramatic
confrontation with a smile, and not with a punch in the nose!

~hey know -- beyond flashy special effects -- how to excite and
get the attention of children, since they have studied and
worked with them professionally for many years.

Professional writers for children are in touch with their
audience, and live everywhere in a-erica, not just Rew York and
Bollywood. They write about people that children can both look up
to and relate to: sbopkeepers, craft...n, and businesspeople, both
men and women, young and old, black and white.

Their storie...te beroes out of people who have good values
and who contribute to others. (Kot just sports, movie, or
rock and roll stars.)

~here is a vast, butel, succe.sful, educational marketplace with
many large COMPanies producing video., Music, and other
entertainMent. lut since it is not covered in VARIE7Y, the
broadc.st c~unity does not pay enough attention to it.

Broadcasters need to approach the producers and creative talent
who already have successful track records in the educational
market and get them to "cross-over" into the general market.
(Educators ~ contribute to successful commercial fare. The
animated "Carmen San Diego" on FOX is just one example.)

Parents and kids both know when a program in front of them
is unacceptable. But many of the producers and writers of
"not up-to-par" progralllRing don't have the experience (of
being a parent, or of working in the educational market) to
recognize it themselves!



&ACI ha. s~ sugge.tions for the broadcast industry:

1) Hire esperi.nced children's ent.rtai..-nt talent to write,
produce, direct and perfo~ in your childr.n's progra-.dng.
You'll find that your character. will start to throw more
laughs than punches, and your ratings will grow.

2) R.aliz. that good childr.n's pr09r~ng can win rating. and
..k. a profit wben it is aglr•••iv.ly ..rketed in the c~ity
and not just thrown out on the airwaves. PBS stations have,
for years, b••n u.ing special outr.ach programs in school.,
day-care centers -- even prison.! -- to fortify their
vi.....r.hip.

3) Draw good ratings by using e.tablished local talent. Many
regional childr.n's acts draw hug- crowds to local concerts.
A local market television station will profit with a home-grown
approach.

4) Put aa much effort into dev.lopin9 and testing children's
programming as you do for adult ,r09r...ing. rinance multiple
pilot. and use your r.aearch depart..nts. Broadca.t a variety
show for childr.n a. a way to di.cover and t.st talent.

S) R.alize that good children'. pro9ra..nng do.sn't need to win
its time slot to g.nerate profits. ~h.re is money to be ..de
through program .yndication, licensing, direct video sale., and
oth.r ancillary v.ntures.

6) Realize that cbildren'. entertai~nt cannot b. promoted the
.... way adult entertainment is. 'arents ne.d to be includ.d
in marketing strategy decision., and ancillary products (like
records and vid.o tap•• ) n••d to be designed, packag.d, and
sold with re.pect and care.

***
When broadca.ter. broadca.t quality children'. progr..-dng, the
ratings -- and profit. -- will follow. It i. AACI's hope that
broadca.t television will then .ake .ere time available for
children'. programming in the morning, afternoon, and ev.ning
hour•.

Cable t.l.vision doe. fill the void for children'. prograMS
in certain dayparts. But since cable r.ache. only the most
affluent cc....iti•• , .illions of children are without acce••
to the educational, cultural, and .ocial advanta,•• that
watcbin9 900d programmdng offer•.

The.e children n.ed good programmin9 the most, but are
g.tting it the least.

***
In the past, Con9r..s and the PCC bave ..d. a point to listen to
the conc.rns of par.nts and broadcast.rs. &ACI hope. that the
perspective of the re.ponsible childr.n's entertainment
professional can now be added to the debate.
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%ht a..ricaD Academy gf Children'. IDt.rtainment

~h. AMerican Acad..y of Childr.n'. Int.rtaiDMent wa.
incorporat.d in 1993 as a R.w York Itat. Rot-Par-Profit
Corporation. Its ..-b.r. ar. cr.ativ. prof•••ionals in the
fi.lds of childr.n's broadca.tiDg, vid.o, MU.ic, publishing
and live p.rfo~Dc,. Memb.rs have b••n nominated for and
have won such pr.stigeous awards a. the Oscar, Emmy, and the
Ollie.

The organization's .is.ion i. to:

* provide prof.ssional. in th. childr.n's entertainment
industry with educational and networking
opportuniti.s;

* pr••ent a unified voice to the entertainment industry
and the g.n.ral public;

* d-.onstrat. the industry's appreciation of and
ca.ait..nt to children; and

* pra.ote exc.llence by .ncouraging and rewarding
quality childr.n's .nt.rtai~nt.

~b. organisation baa sponsored .~D.r. at ..ny industry
function., and is regarded a. the voic. and h.art of the
children'. entertaiDMent industry.

Willi.. ~ W.b.r

Willi.. O. Neber, AACI Pr.sid.nt, is a writer, d••igner,
and _ga.in. publ isb.r. .Sinc. 198., h. has publ ish.d PUD~S

& KIDS DI~.Y, a ..gazin. affiliated with the Children'.
Mus.um of Manbattan.

B. has s.rved a. consultant to the Mus.um of T.levision
andaadio, the Childr.n's H.alth Pund, and The Madison Avenue
Christ..s for Children's Pund, g oth.r.. H. is the
found.r of the "'rican Acad.., of Childr.n's Entertainment.

Mr. Neber and hi. varioua -.dia project. have received
notic. in Th•••w York Time., R.wsday, Advertising Ag.
and other publicationa.

Mr. Web.r bas lectured at Rew York University, tbe Rew
Jersey Institute of Technology, and Nestchester Co.-unity
Coll.ge.

He is listed in Who's Who In Th. East, Who's Who Among
Global Busine.s L.aders, and i. a ...oer of the Tri-State
(New York - New Jersey - Connecticut) Parenting Council.


